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牌的发展道路。以中国 OEM 企业自主品牌战略为研究对象，在肯定 OEM 商业模
式对中国经济发展贡献的同时揭示其内在缺陷。利用产业价值链动态发展的经济学
理论探寻中国 OEM 企业自主品牌的发展路径，阐述了 OEM 企业自主品牌的基础
理论和形成机制，指出并分析了中国 OEM 企业创建自主品牌的发展现状及存在问
题，并立足于中国国情，按照不同企业的发展实力构建了中国 OEM 企业自主品牌




















Over the past three decades since the reform and opening up, in virtue of 
comparative advantage, China continuously integrate into the production network of 
global industrial chain , Significant increase in export capacity , has become the third 
largest trading nation and the third largest economy-body in the world . But unfortunately, 
90% of Chinese export products is not the China’s self-owned brand, but OEM for others, 
and Chinese exporters receive rather modest processing fees. Statistics show that more 
than 170 categories of Chinese output ranked first in the world, however, among them 
only 20% of export enterprises have their own brands, and the self-owned brands export 
account for only 1% of total exports. Depend only on the traditional OEM production 
model of foreign brands output, which does not fundamentally improve China's 
international competitiveness. Chinese enterprises lack of brand autonomy result in the 
drop-behind of brand consciousness. The embarrassing position of “have goods no 
brand” make a lot of Chinese companies can only act as a role of "wage earners" for 
foreign brand manufacturers. Facing the current global economic crisis, which 
highlighted the inherent shortcomings of OEM business model, China’s OEM enterprises 
must seek way of sustainable development immediately. 
The thesis studies on self-owned brand as the developing path for China’s OEM 
enterprises 
bases on the background of globalization industry chain and the global economy crisis. 
Setting the self-owned brand strategy of China’s OEM enterprises as the object for study, 
affirming OEM business model make contribution to China’s economic development at 
the same time to reveal its inherent defects. Through the dynamic development economic 
theory of Industry value chain to explore the self-owned brand as a developing path for 
China’s OEM enterprises. The article states on the foundation and formation mechanism 
theory of self-owned brand for China’s OEM enterprises, points out and analyzes the 
developing statement and problems existence of self-owned brand strategy of China’s 
OEM enterprises, and based on China's national conditions, this paper conceives the 
self-owned brand strategy and build model in accordance with the different strength of 
the China’s OEM enterprises, finally, making specific policy recommendations from the 
macro-micro aspect for China’s OEM enterprises on how to implement their self--owned 
brand strategy  
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20 世纪 70 年代末，中国步入了改革开放的新阶段，但这阶段是在很低的经济
水平上起步的，当时国家对基础生产要素如土地，矿产资源，能源、劳动力等采取














产业链全球化配置下中国 OEM 企业自主品牌战略研究 


























从上世纪 80 年代初，中国借助跨国公司产业转移之势以 OEM、加工贸易等方
式充分融入全球产业分工的浪潮。在短短二三十年就经历了从计划经济到社会主义
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第一：基于全球产业链的角度探讨中国 OEM 企业发展状况，为中国 OEM 企
业全面、客观地审视自己的发展路径提供全球视角。 
第二：丰富和发展中国 OEM 企业品牌战略管理的理论与方法 
第三：为中国 OEM 企业寻求更适合自己的品牌发展道路提供事实及理论依据，











心竞争力理论对 OEM 的产生、发达国家价值链调整及发展中国家 OEM 企业的出
路等进行研究，以期寻求本文的理论支撑。 
第四章通过对产业链全球化配置下中国 OEM 企业发展现状的介绍与剖析，揭
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